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Training, Other Qualifications, and Advancement
Employers usually seek applicants with a “good eye,” imagination,
and creativity, as well as a good technical understanding of photog-
raphy.  Entry-level positions in photojournalism, industrial, or sci-
entific photography generally require a college degree in journalism
or photography.  Freelance and portrait photographers need techni-
cal proficiency, whether gained through a degree program, voca-
tional training, or extensive work experience.

Many universities, community and junior colleges, vocational-
technical institutes, and private trade and technical schools offer pho-
tography courses.  Basic courses in photography cover equipment,
processes, and techniques.  Bachelor’s degree programs, especially
those including business courses, provide a well-rounded education.
Art schools offer useful training in design and composition.

Individuals interested in photography should subscribe to pho-
tographic newsletters and magazines, join camera clubs, and seek
summer or part-time employment in camera stores, newspapers, or
photo studios.

Photographers may start out as assistants to experienced pho-
tographers.  Assistants learn to mix chemicals, develop film, print
photographs, and the other skills necessary to run a portrait or com-
mercial photography business.  Freelance photographers also should
develop an individual style of photography in order to differentiate
themselves from the competition.  Some photographers enter the
field by submitting unsolicited photographs to magazines and art
directors at advertising agencies.  For freelance photographers, a
good portfolio of their work is critical.

Photographers need good eyesight, artistic ability, and hand-eye
coordination.  They should be patient, accurate, and detail-oriented.
Photographers should be able to work well with others, as they fre-
quently deal with clients, graphic designers, or advertising and pub-
lishing specialists.  Increasingly, photographers need to know
computer software programs and applications that allow them to
prepare and edit images.

Portrait photographers need the ability to help people relax in
front of the camera.  Commercial and fine arts photographers must
be imaginative and original.  News photographers not only must be
good with a camera, but also must understand the story behind an
event so their pictures match the story.  They must be decisive in
recognizing a potentially good photograph and act quickly to cap-
ture it.

Photographers who operate their own businesses, or freelance,
need business skills as well as talent.  These individuals must know
how to prepare a business plan; submit bids; write contracts; hire
models, if needed; get permission to shoot on locations that nor-
mally are not open to the public; obtain releases to use photographs
of people; license and price photographs; secure copyright protec-
tion for their work; and keep financial records.

After several years of experience, magazine and news photog-
raphers may advance to photography or picture editor positions.
Some photographers teach at technical schools, film schools, or
universities.

Job Outlook
Photographers can expect keen competition for job openings because
the work is attractive to many people.  The number of individuals
interested in positions as commercial and news photographers usu-
ally is much greater than the number of openings.  Those who suc-
ceed in landing a salaried job or attracting enough work to earn a
living by freelancing are likely to be the most creative, able to adapt
to rapidly changing technologies, and adept at operating a business.
Related work experience, job-related training, or some unique skill
or talent—such as a background in computers or electronics—also
are beneficial to prospective photographers.

Employment of photographers is expected to increase about as
fast as the average for all occupations through 2010.  Demand for
portrait photographers should increase as the population grows.  And,
as the number of electronic versions of magazines, journals, and
newspapers grows on the Internet, photographers will be needed to
provide digital images.

Employment growth of photographers will be constrained some-
what by the widespread use of digital photography.  Besides in-
creasing photographers’ productivity, improvements in digital
technology will allow individual consumers and businesses to pro-
duce, store, and access photographic images on their own.  Declines
in the newspaper industry will reduce demand for photographers to
provide still images for print.

Earnings
Median annual earnings of salaried photographers were $22,300 in
2000.  The middle 50 percent earned between $16,790 and $33,020.
The lowest 10 percent earned less than $13,760, and the highest 10
percent earned more than $46,890.  Median annual earnings in the
industries employing the largest numbers of salaried photographers
were as follows:

Radio and television broadcasting .............................................. $29,890
Mailing, reproduction, and stenographic services ....................... 29,610
Newspapers ................................................................................. 28,660
Photographic studios, portrait ..................................................... 19,290

Salaried photographers—more of whom work full time—tend
to earn more than those who are self-employed.  Because most
freelance and portrait photographers purchase their own equipment,
they incur considerable expense acquiring and maintaining cam-
eras and accessories.  Unlike news and commercial photographers,
few fine arts photographers are successful enough to support them-
selves solely through their art.

Related Occupations
Other occupations requiring artistic talent include architects, except
landscape and naval; artists and related workers; designers; and tele-
vision, video, and motion picture camera operators and editors.

Sources of Additional Information
Career information on photography is available from:
� Professional Photographers of America, Inc., 229 Peachtree St. NE.,
Suite 2200, Atlanta, GA 30303.  Internet: http://www.ppa.com
� National Press Photographers Association, Inc., 3200 Croasdaile Dr.,
Suite 306, Durham, NC 27705.  Internet: http://www.nppa.org/default.cfm

Public Relations Specialists
(O*NET 27-3031.00)

Significant Points
� Although employment is projected to increase much

faster than the average, keen competition is expected
for entry-level jobs.

� Opportunities should be best for college graduates who
combine a degree in public relations or other
communications-related fields with a public relations
internship or other related work experience.

� The ability to write and speak well is essential.
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Nature of the Work
An organization’s reputation, profitability, and even its continued
existence can depend on the degree to which its targeted “publics”
support its goals and policies.  Public relations specialists serve as
advocates for businesses, nonprofit associations, universities, hos-
pitals, and other organizations, and build and maintain positive re-
lationships with the public.  As managers recognize the growing
importance of good public relations to the success of their organi-
zations, they increasingly rely on public relations specialists for
advice on the strategy and policy of such programs.

Public relations specialists handle organizational functions such
as media, community, consumer, and governmental relations; po-
litical campaigns; interest-group representation; conflict mediation;
or employee and investor relations.  However, public relations is
not only “telling the organization’s story.”  Understanding the atti-
tudes and concerns of consumers, employees, and various other
groups also is a vital part of the job.  To improve communications,
public relations specialists establish and maintain cooperative rela-
tionships with representatives of community, consumer, employee,
and public interest groups and with representatives from print and
broadcast journalism.

Informing the general public, interest groups, and stockholders of
an organization’s policies, activities, and accomplishments is an im-
portant part of a public relations specialist’s job.  The work also in-
volves keeping management aware of public attitudes and concerns
of the many groups and organizations with which they must deal.

Public relations specialists prepare press releases and contact
people in the media who might print or broadcast their material.
Many radio or television special reports, newspaper stories, and
magazine articles start at the desks of public relations specialists.
Sometimes the subject is an organization and its policies towards
its employees or its role in the community.  Often the subject is a
public issue, such as health, energy, or the environment.

Public relations specialists also arrange and conduct programs
to keep up contact between organization representatives and the
public.  For example, they set up speaking engagements and often
prepare speeches for company officials.  These specialists repre-
sent employers at community projects; make film, slide, or other
visual presentations at meetings and school assemblies; and plan
conventions.  In addition, they are responsible for preparing annual
reports and writing proposals for various projects.

In government, public relations specialists—who may be called
press secretaries, information officers, public affairs specialists, or
communications specialists—keep the public informed about the
activities of government agencies and officials.  For example, pub-
lic affairs specialists in the Department of State keep the public
informed of travel advisories and of U.S. positions on foreign is-
sues.  A press secretary for a member of Congress keeps constitu-
ents aware of the representative’s accomplishments.

In large organizations, the key public relations executive, who
often is a vice president, may develop overall plans and policies
with other executives.  In addition, public relations departments
employ public relations specialists to write, research, prepare mate-
rials, maintain contacts, and respond to inquiries.

People who handle publicity for an individual or who direct pub-
lic relations for a small organization may deal with all aspects of
the job.  They contact people, plan and research, and prepare mate-
rial for distribution.  They also may handle advertising or sales pro-
motion work to support marketing.

Working Conditions
Some public relations specialists work a standard 35- to 40-hour
week, but unpaid overtime is common.  Occasionally, they must be
at the job or on call around the clock, especially if there is an emer-
gency or crisis.  Public relations offices are busy places; work sched-
ules can be irregular and frequently interrupted.  Schedules often
have to be rearranged so that workers can meet deadlines, deliver
speeches, attend meetings and community activities, or travel.

Employment
Public relations specialists held about 137,000 jobs in 2000.  About
6 out of 10 salaried public relations specialists worked in services
industries—management and public relations firms, membership
organizations, educational institutions, healthcare organizations,
social service agencies, and advertising agencies, for example.  Oth-
ers worked for communications firms, financial institutions, and
government agencies.  About 8,600 public relations specialists were
self-employed.

Public relations specialists are concentrated in large cities, where
press services and other communications facilities are readily avail-
able and many businesses and trade associations have their head-
quarters.  Many public relations consulting firms, for example, are
in New York, Los Angeles, Chicago, and Washington, DC.  There
is a trend, however, for public relations jobs to be dispersed through-
out the Nation, closer to clients.

Training, Other Qualifications, and Advancement
There are no defined standards for entry into a public relations
career.  A college degree combined with public relations experi-
ence, usually gained through an internship, is considered excellent

Public relations specialists maintain contact with management and
public organizations and groups.



Professional and Related Occupations 143

preparation for public relations work; in fact, internships are be-
coming vital to obtaining employment.  The ability to write and
speak well is essential.  Many entry-level public relations special-
ists have a college major in public relations, journalism, advertis-
ing, or communications.  Some firms seek college graduates who
have worked in electronic or print journalism.  Other employers
seek applicants with demonstrated communications skills and train-
ing or experience in a field related to the firm’s business—science,
engineering, sales, or finance, for example.

Many colleges and universities offer bachelor ’s and
postsecondary degrees in public relations, usually in a journalism
or communications department.  In addition, many other colleges
offer at least one course in this field.  A common public relations
sequence includes courses in public relations principles and tech-
niques; public relations management and administration, including
organizational development; writing, emphasizing news releases,
proposals, annual reports, scripts, speeches, and related items; vi-
sual communications, including desktop publishing and computer
graphics; and research, emphasizing social science research and
survey design and implementation.  Courses in advertising, jour-
nalism, business administration, finance, political science, psychol-
ogy, sociology, and creative writing also are helpful.  Specialties
are offered in public relations for business, government, and non-
profit organizations.

Many colleges help students gain part-time internships in public
relations that provide valuable experience and training.  The Armed
Forces also can be an excellent place to gain training and experi-
ence.  Membership in local chapters of the Public Relations Stu-
dent Society of America (affiliated with the Public Relations Society
of America) or the International Association of Business Commu-
nicators provides an opportunity for students to exchange views
with public relations specialists and to make professional contacts
that may help them find a job in the field.  A portfolio of published
articles, television or radio programs, slide presentations, and other
work is an asset in finding a job.  Writing for a school publication
or television or radio station provides valuable experience and ma-
terial for one’s portfolio.

Creativity, initiative, good judgment, and the ability to express
thoughts clearly and simply are essential.  Decision-making, prob-
lem-solving, and research skills also are important.

People who choose public relations as a career need an outgoing
personality, self-confidence, an understanding of human psychol-
ogy, and an enthusiasm for motivating people.  They should be com-
petitive, yet flexible, and able to function as part of a team.

Some organizations, particularly those with large public rela-
tions staffs, have formal training programs for new employees.  In
smaller organizations, new employees work under the guidance of
experienced staff members.  Beginners often maintain files of ma-
terial about company activities, scan newspapers and magazines
for appropriate articles to clip, and assemble information for
speeches and pamphlets.  They also may answer calls from the press
and public, work on invitation lists and details for press confer-
ences, or escort visitors and clients.  After gaining experience, they
write news releases, speeches, and articles for publication or design
and carry out public relations programs.  Public relations special-
ists in smaller firms usually get all-around experience, whereas those
in larger firms tend to be more specialized.

The Public Relations Society of America accredits public rela-
tions specialists who have at least 5 years of experience in the field
and have passed a comprehensive 6-hour examination (5 hours writ-
ten, 1 hour oral).  The International Association of Business Com-
municators also has an accreditation program for professionals in
the communications field, including public relations specialists.
Those who meet all the requirements of the program earn the

Accredited Business Communicator designation.  Candidates must
have at least 5 years of experience in a communication field and
pass a written and oral examination.  They also must submit a port-
folio of work samples demonstrating involvement in a range of com-
munication projects and a thorough understanding of communication
planning.  Employers may consider professional recognition through
accreditation a sign of competence in this field, which could be
especially helpful in a competitive job market.

Promotion to supervisory jobs may come as public relations spe-
cialists show that they can handle more demanding assignments.  In
public relations firms, a beginner may be hired as a research assis-
tant or account assistant and be promoted to account executive, ac-
count supervisor, vice president, and, eventually, senior vice
president.  A similar career path is followed in corporate public
relations, although the titles may differ.  Some experienced public
relations specialists start their own consulting firms.  (For more
information on public relations managers, see the Handbook state-
ment on advertising, marketing, promotions, public relations, and
sales managers.)

Job Outlook
Keen competition will likely continue for entry-level public rela-
tions jobs as the number of qualified applicants is expected to ex-
ceed the number of job openings.  Many people are attracted to this
profession due to the high-profile nature of the work and the rela-
tive ease of entry.  Opportunities should be best for college gradu-
ates who combine a degree in journalism, public relations,
advertising, or another communications-related field with a public
relations internship or other related work experience.  Applicants
without the appropriate educational background or work experi-
ence will face the toughest obstacles.

Employment of public relations specialists is expected to in-
crease much faster than the average for all occupations through
2010.  The need for good public relations in an increasingly com-
petitive business environment should spur demand for public rela-
tions specialists in organizations of all sizes.  Employment in public
relations firms should grow as firms hire contractors to provide
public relations services rather than support full-time staff.  In ad-
dition to employment growth, job opportunities should result from
the need to replace public relations specialists who take other jobs
or who leave the occupation altogether.

Earnings
Median annual earnings for salaried public relations specialists were
$39,580 in 2000.  The middle 50 percent earned between $29,610
and $53,620; the lowest 10 percent earned less than $22,780, and
the top 10 percent earned more than $70,480.  Median annual earn-
ings in the industries employing the largest numbers of public rela-
tions specialists in 2000 were:

Management and public relations ............................................... $43,690
Local government ....................................................................... 40,760
State government ........................................................................ 39,560
Colleges and universities ............................................................ 35,080

According to a joint survey conducted by the International As-
sociation of Business Communicators and the Public Relations
Society of America, the median annual income for a public rela-
tions specialist was $39,000 in 1999.

Related Occupations
Public relations specialists create favorable attitudes among vari-
ous organizations, special interest groups, and the public through
effective communication.  Other workers with similar jobs include
advertising, marketing, promotions, public relations, and sales
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managers; demonstrators, product promoters, and models; news ana-
lysts, reporters, and correspondents; lawyers; and police and detec-
tives involved in community relations.

Sources of Additional Information
A comprehensive directory of schools offering degree programs, a
sequence of study in public relations, a brochure on careers in pub-
lic relations, and a $5 brochure entitled, Where Shall I go to Study
Advertising and Public Relations?, are available from:
� Public Relations Society of America, Inc., 33 Irving Place, New York,
NY 10003-2376.  Internet: http://www.prsa.org

For information on accreditation for public relations specialists,
contact:
� International Association of Business Communicators, One Hallidie
Plaza, Suite 600, San Francisco, CA 94102.  Internet: http://www.iabc.com

Television, Video, and Motion Picture
Camera Operators and Editors
(O*NET 27-4031.00, 27-4032.00)

Significant Points
� Technical expertise, a “good eye,” imagination, and

creativity are essential.

� Keen competition for job openings is expected,
because many talented peopled are attracted to the
field.

� About one-fourth of camera operators are self-
employed.

Nature of the Work
Television, video, and motion picture camera operators produce
images that tell a story, inform or entertain an audience, or record
an event. Film and video editors edit soundtracks, film, and video
for the motion picture, cable, and broadcast television industries.
Some camera operators do their own editing.

Making commercial quality movies and video programs requires
technical expertise and creativity.  Producing successful images re-
quires choosing and presenting interesting material, selecting ap-
propriate equipment, and applying a good eye and steady hand to
assure smooth natural movement of the camera.

Camera operators use television, video, or motion picture cam-
eras to shoot a wide range of subjects, including television series,
studio programs, news and sporting events, music videos, motion
pictures, documentaries, and training sessions.  Some film or vid-
eotape private ceremonies and special events.  Those who record
images on videotape are often called videographers.  Many are
employed by independent television stations, local affiliates, large
cable and television networks, or smaller, independent production
companies.  Studio camera operators work in a broadcast studio
and usually videotape their subjects from a fixed position.  News
camera operators, also called electronic news gathering (ENG)
operators, work as part of a reporting team, following newsworthy
events as they unfold.  To capture live events, they must anticipate
the action and act quickly.  ENG operators may need to edit raw
footage on the spot for relay to a television affiliate for broadcast.

Camera operators employed in the entertainment field use mo-
tion picture cameras to film movies, television programs, and com-
mercials.  Those who film motion pictures are also known as
cinematographers.  Some specialize in filming cartoons or special
effects.  They may be an integral part of the action, using cameras

in any of several different camera mounts.  For example, the cam-
era operator can be stationary and shoot whatever passes in front of
the lens, or the camera can be mounted on a track, with the camera
operator responsible for shooting the scene from different angles or
directions.  Other camera operators sit on cranes and follow the
action, while crane operators move them into position.  Steadicam
operators mount a harness and carry the camera on their shoulders
to provide a more solid picture while they move about the action.
Camera operators who work in the entertainment field often meet
with directors, actors, editors, and camera assistants to discuss ways
of filming, editing, and improving scenes.

Working Conditions
Working conditions for camera operators and editors vary consid-
erably.  Those employed in government, television and cable net-
works, and advertising agencies usually work a 5-day, 40-hour week.
On the other hand, ENG operators often work long, irregular hours
and must be available to work on short notice.  Camera operators
and editors working in motion picture production also may work
long, irregular hours.

ENG operators and those who cover major events, such as con-
ventions or sporting events, frequently travel locally, stay overnight
on assignments, or travel to distant places for longer periods.  Cam-
era operators filming television programs or motion pictures may
travel to film on location.

Some camera operators work in uncomfortable, or even danger-
ous surroundings, especially ENG operators covering accidents,
natural disasters, civil unrest, or military conflicts.  Many camera
operators must wait long hours in all kinds of weather for an event
to take place and stand or walk for long periods while carrying heavy
equipment.  ENG operators often work under strict deadlines.

Employment
Television, video, and motion picture camera operators held about
27,000 jobs in 2000; and film and video editors held about 16,000.
One-fourth of camera operators were self-employed.  Some self-
employed camera operators contracted with television networks,
documentary or independent filmmakers, advertising agencies, or
trade show or convention sponsors to do individual projects for a
predetermined fee, often at a daily rate.

Most salaried camera operators were employed by television
broadcasting stations or motion picture studios.  Half of the salaried

Film and video editors use sophisticated digital equipment to edit
images and mix sound.


